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Abstract 
This study examines some of the important organizational consequences of the fashion 
phenomenon in information technology.  An IT fashion is an information technology transitorily 
collectively believed as new, efficient, and at the forefront of practice.  Using data collected from 
published discourse and annual corporate IT budgets, I have found that companies associated 
with IT fashions did not have higher performance, but they had better reputation and higher 
executive compensation in the near term.  Companies investing in fashionable IT had lower 
performance in a short term, but improved their performance later.  These findings are expected 
to add valuable insights to IT innovation research more broadly.  The study will also help 
managers balance between the pressure for performance and the need for social approval when 
they confront whatever is hottest in IT. 
Keywords:  Information technology fashion, information technology innovation, diffusion, 
discourse, legitimacy, performance 
 
Introduction 
New information technologies emerge constantly.  When managers confront a promising new IT, a question they 
often ask is whether the IT will become the Next Big Thing or just a passing fad.  The former means an important 
innovation that will come to be adopted widely and institutionalized to transform IT and business practice, whereas 
the latter refers to a trivial tool that prompts exaggerated promises, fierce enthusiasm, and an adoption bandwagon, 
all doomed to go away quickly.  Paradoxically, the past two decades have seen many widely adopted, important 
innovations demonstrate the usual trappings of fads and fashions in IT.  For example, client-server computing, ERP 
(enterprise resource planning), and CRM (customer relationship management) constitute notable examples of 
fashion.  These innovations underwent wide swings in popularity, progressed through hype cycles filled with 
inflated expectations, and spread across organizations via passionate bandwagons of adoption.  Interestingly, as the 
enthusiasm about these innovations faded away, they became assimilated into the everyday work practices of the 
adopting organizations.  Regardless of the differentiated destinies of IT innovations, fashion seems to become a 
“commonplace” phenomenon in many IT innovations nowadays (Swanson and Ramiller 2004). 
Despite wide recognition of and often laments on the faddishness of IT practice, little is known about fashions in IT.  
What is an IT fashion?  How should we account for such phenomenon?  What are its antecedents?  Who produces 
it?  Why and how is it produced?  What implications might it hold for the prospect of an IT innovation?  What 
impacts might it have on organizations involved in it? 
Acknowledging various definitions for IT fashion (Fichman 2004), in this study I define an IT fashion as an 
information technology transitorily collectively believed as new, efficient, and at the forefront of practice.  When 
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such a collective belief is developed for an IT, the technology can be described as “in fashion” or “fashionable.”1  
Several recent studies have begun to examine the fashion phenomenon in IT.  For example, studying the diffusion of 
business process reengineering (BPR) across European firms, Newell et al. (1998) found that consultants and 
software vendors created a fashion that helped disseminate BPR as a “packaged solution” among firms adopting it 
for political rather than economic reasons.  The analysis by Wang and Ramiller (2004) showed that, when ERP was 
fashionable, various organizations contributed knowledge about ERP to the community they belonged to. 
These pioneering studies were primarily focused on the development and evolution of IT fashions.  They fell short 
of demonstrating the impact of fashion on key organizational outcomes.  Accordingly, this study examines some of 
the important organizational consequences of IT fashions.  Using data collected from published discourse and 
annual corporate IT budgets, I have found that companies associated with IT fashions did not have higher 
performance, but they had better reputation and higher executive compensation in the near term.  Companies 
investing in fashionable IT had lower performance in a short term, but improved their performance later.  I expect 
these findings to add valuable insights to IT innovation research more broadly.  The study will also help managers 
balance between the pressure for performance and the need for social approval when they confront whatever is 
hottest in IT. 
Theories 
Central to the research on diffusion of innovations is the question – why do some innovations come to be adopted 
quickly and widely among organizations, while others don’t?  Extensive research has shown that various factors 
determine an innovation’s diffusion.  However, diffusion research has long been criticized for its “pro-innovation 
bias,” namely the implicit assumption that an innovation brings benefits to its adopters (Rogers 1995).  This bias led 
researchers to ignore innovations that do not bring obvious benefits.  Witnessing many administrative innovations 
undergo wide swings in popularity and leave little results behind, management scholars have recently examined the 
role of fashion in spreading innovations regardless of their actual benefits (Abrahamson 1996). 
Management Fashion Perspective 
According to this perspective, idea entrepreneurs (e.g.,. consultants, gurus, journalists, and academics) compete in a 
market for management knowledge.  They sense managers’ demands for new management techniques and produce 
discourse to articulate ideas that promote the use of certain techniques.  When discourse converges on a technique 
(e.g., Total Quality Management), a dramatic surge of media coverage and the ensuing managerial attention will 
create a management fashion – a relatively transitory collective belief that a management technique is new, efficient, 
and at the forefront of management practice (Abrahamson 1996).  This belief, though often based on some anecdotal 
success, generates increasing pressure on every organization to adopt the innovation, because organizational 
stakeholders expect managers to employ modern and efficient techniques to manage their organizations (Meyer and 
Rowan 1977).  The more organizations adopt the innovation, the stronger the collective belief.  Then even more 
organizations will adopt.  In this way, management fashion and adoption build upon each other in a self-reinforcing 
cycle. 
Information Technology Fashion 
The above description of management fashion does not sound unfamiliar when it comes to the diffusion of IT 
innovations.  On the one hand, numerous idea entrepreneurs (e.g. analysts at Gartner, consultants at Accenture, 
gurus, and vendors) compete in the market for IT knowledge by producing discourse to promote IT innovations 
through various outlets such as books, articles, and conferences.  On the other hand, executives and IT managers are 
characteristically on the lookout for the Next Big Thing.  Every now and then idea entrepreneurs’ discourse 
converges on an IT innovation.  Whether it be ERP or CRM, each innovation enjoys an instant fame and attracts 
tremendous managerial attention, which in turn generate a transitory collective belief that the IT is new, efficient, 
                                                           
1 Coming into fashion does not imply that the innovation is without enduring practical merit.  Technologies with 
lasting utility, some short-lived benefits, or little value are all subject to the swings of collective beliefs about their 
newness, efficiency, and currency.  Where these beliefs are transitory, fashion exists. 
 Wang/Organizational Impact of Information Technology Fashion 
  
 Twenty-Seventh International Conference on Information Systems, Milwaukee 2006 1249 
and at the forefront of practice – the IT innovation comes into fashion!  Organizations seeking new, efficient, and 
cutting-edge IT thus “jump on the bandwagon” to adopt the fashionable IT.  However, the hype associated with 
every IT fashion will soon reach a point where the expectation of the benefits is inflated beyond the capabilities of 
the innovation.  Unfulfilled promise generates backlash, which quickly drives the innovation out of fashion into the 
“trough of disillusionment.”  This dramatic “hype cycle,” originally sketched by Gartner, plausibly depicts the 
fashion phenomenon in the world of IT. 
Although both management and IT practices are subject to the swings of fashion, the uniqueness of IT (as opposed 
to administrative) innovations motivates IT fashion research as a distinctive stream of IT innovation studies.  Most 
conspicuously, IT innovations usually have tangible artifacts (e.g., hardware and software components) that are 
provided by vendors and used by the adopters.  Both a vender’s production assets and an adopter’s work processes 
are tailored for an IT innovation and often difficult to apply to another innovation.  Therefore, unlike management 
consultants who can apply their skill-sets to multiple administrative innovations, high switching costs might make 
IT practice less prone to the fickleness of fashion.  Also, in contrast to administrative innovations that are often 
abandoned when they go out of fashion, many fashionable IT innovations become integral parts of the adopters’ 
work systems.  These innovations go out of fashion not because adopters find them useless and abandon them.  
Rather, they move from the forefront of IT practice to the background as they are assimilated into the adopting 
organizations and thus there is no need to hype about them anymore.  Further, as illustrated by telephone and the 
Internet, the value of an IT innovation to a particular adopter often increases as the size of the adopter network 
increases.  Such network effects can also generate self-reinforcing adoption bandwagons.  Hence, it is important to 
tease out the fashion effect from alternative theories of IT adoption.  Motivated by these and possibly other reasons, 
research on IT fashion not only seeks to articulate and advance management fashion theory broadly, but also aims to 
develop a fashion theory specific to IT innovations. 
Thus far, IT fashion research has focused on the development and evolution of IT fashions (e.g., Lee and Collar 
2003; Wang and Ramiller 2004).  Little is known, however, about the effects of IT fashions on organizations 
engaging in these fashions.  An understanding of the consequences of fashions is necessary to establish the 
relevance of IT fashion research to both research and practice of IT innovations.  If the ebb and flow of IT fashions 
indeed shape key organizational outcomes, then the investigation of IT fashions is warranted.  If, however, fashion is 
found to have no effect on organizations either on or off the bandwagon, then IT fashion research might become an 
esoteric dead-end.  To begin investigating the effects of IT fashions, this study examines the impact of IT fashions 
on two important organizational outcomes: legitimacy and performance. 
Fashion Effect on Legitimacy 
Legitimacy is “a generalized perception or assumption that the actions of an entity are desirable, proper, or 
appropriate within some socially constructed system of norms, values, beliefs, and definitions” (Suchman 1995, p. 
574).  For this study, the “entity” is an organization; the “system” is the environment in which the organization is 
embedded; and the “action” refers to the organization’s engagement in innovative practices or technologies.  
Organizations considered legitimate not only enjoy social approval, but also gain access to resources, increasing 
their chances of survival and growth.  In contrast, organizations lacking legitimacy are likely to disappear (Aldrich 
and Fiol 1994). 
Meyer and Rowan (1977) noted that organizations seek legitimacy by incorporating practices that match widely 
accepted cultural models embodying common beliefs.  Management fashion theorists claim that an important 
common belief in an organization’s environment is the belief that certain innovations are efficient and at the 
forefront of practice.  Organizations sharing that belief will engage in fashions and gain legitimacy.  To engage in 
fashions, organizations associate themselves with fashionable innovations in discourse and/or adopt the innovations 
in practice.  Staw and Epstein (2000) found that firms associated with and adopting TQM in the 1990s significantly 
augmented their legitimacy in terms of corporate reputation (in the eyes of external stakeholders) and executive 
compensation (approved by internal stakeholders).  Interestingly, beyond the effect of firms’ implementation of 
TQM, they found that co-occurrences of companies’ names and TQM in the news made unique contribution to the 
increased legitimacy.  This finding suggests that some organizations could augment their legitimacy by associating 
themselves with TQM in discourse even without implementing TQM.  While Staw and Epstein’s finding was among 
the first to directly assess the effect of fashion on organizational legitimacy, their study only tested the effect of 
administrative innovations.  In investigating the effects of IT fashions, I raise the first research question: 
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RQ1 What is the effect of IT fashions on organizational legitimacy?  Specifically, will an organization’s 
association with or adoption of fashionable IT innovations increase the organization’s reputation and 
executive compensation? 
Fashion Effect on Performance 
The second research question addresses the effects of IT fashion on organizational performance, which refers to how 
an organization realizes its objectives or goals, often measured in financial or economic terms.2   The relationship 
between fashion and performance stands at the center of the debate in organizational theory.  On the one hand, it has 
been argued that organizations’ pursuit of legitimacy is often decoupled from their pursuit of economic performance 
and therefore any particular organization’s engagement in fashions should have no effect on the organization’s 
performance (Meyer and Rowan 1977).  On the other hand, gain in legitimacy may help an organization secure 
valued resources, which enable better economic performance (Scott 1995).  This theoretical debate seems to 
manifest itself in the reality of IT management.  Seeing “everyone else is doing it,” some organizations adopted the 
most hyped IT only to find out it is useless in improving their performance.  Others adopted the same innovation 
around the same time, implemented it, and gained significant benefits.  Thus, I raise the second research question: 
RQ2 What is the effect of IT fashions on organizational performance?  Specifically, will an organization’s 
association with or adoption of fashionable IT innovations increase the organization’s performance? 
Methods 
Sample of Organizations 
I selected a sample of 108 large U.S.-based companies according to three criteria.  First, they appeared on the 
Fortune 500 lists between 1995 and 2004 at least five times.  Second, their names survived acquisitions or mergers 
in that 10-year period.  Third, data on these companies (as described below) can be obtained.  These firms, with 
average total assets of approximately US$38 billion and average net sales of US$15 billion, belonged to 12 industry 
supersectors.  Financial activities (13%), manufacturing (12%), professional and business services (11%), 
information (9%), and wholesale and retail trade (9%) constituted the largest segments.  The sample size ensured 
sufficient statistical power (ranging between .87 and 1.00, well above the recommended .80 threshold) in the 
subsequent regressions. 
IT Fashions 
For a larger research program on IT innovations, my colleagues and I have identified a list of 50 IT innovations from 
our reading of Information Systems textbooks published in the past 20 years.  The list was validated by 15 senior IT 
practitioners and academics.  Based on keyword searches in the titles and abstracts, I counted articles on each 
innovation in the ABI/Inform Global database (a frequent source for business discourse analysis containing over 
2,700 business-oriented periodicals).  Most management and IT fashion researchers describe a distinctive lifecycle 
for fashion discourse:  A relatively long period of dormancy is followed by a sudden but short-lived wave-like curve 
(Abrahamson and Fairchild 1999).  I then selected 15 innovations whose discourse curves fit the above description.  
Figure 1 shows 8 examples of the selected discourse curves. 
                                                           
2 Recognizing the diverse definitions of organizational performance in the literature, I focused on performance at the 
organizational level using financial measures that capture both efficiency and effectiveness. 
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The y-axis is in logarithm scale.  Because ABI itself has grown dramatically over the years, the total number of 
articles on each innovation each year was adjusted to factor out the variations in the total number of articles 
indexed by ABI.  I multiplied the number of articles on each innovation in a certain year by the ratio between the 
total number of articles indexed in 1986 and the total number of articles indexed that year.
 
Figure 1.  Discourse Curves of Selected IT Innovations 
 
Companies’ engagement in an IT innovation occurred at various points of the innovation’s lifecycle.  Since this 
study examines the effect of fashion, companies’ engagement in fashions is relevant only during the period when the 
innovations are in fashion.  Viewing the discourse curves of the 15 innovations, I define the fashion period for an 
innovation as the last third of the upswing phase of the discourse curve.  For example, the upswing of the ERP 
discourse curve lasted for nine years from 1991 through 1999.  Therefore, ERP’s fashion period is 1997-1999.  
Table 1 shows the 15 innovations and their fashion periods. 
 
Engagement in IT Fashions 
Two measures are used to indicate companies’ engagement in IT fashions: association with IT fashions and 
investment in IT fashions.  The former measures the connection between a company and an IT fashion in discourse.  
Specifically, in ABI/Inform and the 50 largest U.S. newspapers indexed by Factiva, for each year between 1995 and 
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2004 I recorded the number of articles that mentioned the name of a company in the sample and any of the 15 IT 
innovations if the innovation was in its fashion period that year.  For example, data-warehouse and groupware were 
in fashion in 1995.  The firm Motorola was mentioned in 39 articles where either data-warehouse or groupware was 
also mentioned.  This yearly article count was then divided by the total number of articles that mentioned any IT 
innovations in fashion that year, so as to factor out the variation in the volume of IT fashion discourse from year to 
year.   For the example just mentioned, because there were 1,884 articles in 1995 where data-warehouse or 
groupware appeared at least once, Motorola’s proportion of citations is then 2.07% (39 divided by 1,884).  The 
result was further divided by firm size, measured as the average of normalized sales and assets, since size is highly 
correlated with the firm’s proportion of citations in the fashion discourse (r = .81).  The resulting measure, 
association with IT fashions, is then free from the multicollinearity problem when the measure and size are both 
included in regression equations. 
In addition to discursive association, I obtained data on annual corporate investments in each of the fashionable IT 
innovations from the IT budget surveys conducted by IDC (an IT market research firm).  For example, in 1995 Firm 
X budgeted $Y for acquiring, implementing, and maintaining data-warehouse and $Z for groupware.3   So Firm X’s 
investment in fashionable IT innovations in 1995 was $Y+Z.  
Dependent Variables 
Corporate reputation and executive compensation were used as measures for external and internal legitimacy 
(respectively).  Following Staw and Epstein (2000), I retrieved the reputation scores for the sample companies from 
Fortune’s “America’s Most Admired Companies” lists from 1995 to 2004.  Executive compensation is measured by 
the CEO’s salary and bonus, retrieved from COMPUSTAT.  Firm performance is measured by the summation of 
normalized return on assets (ROA), on equity (ROE), and on sales (ROS). 
Control Variables 
Firm size may have direct effects on dependent variables and thus was included in all regressions as a control 
variable.  Additionally, industry performance was used as a control variable in regressions predicting performance, 
which itself is a control for reputation.  For executive compensation, control variables also included previously well-
researched predictors such as board size, CEO tenure, proportion of inside directors, and whether the CEO was also 
chair of the board.  Data of these variables came from Fortune 500 lists, COMPUSTAT, and the Standard and 
Poor’s Register of Corporations, Directors, and Executives.  Further, to control for the unobserved effects varying 
year by year, I entered yearly dummy variables in all regression equations.  All models were estimated with the 
multiple regression procedure in Stata.4 
Preliminary Results 
Though omitted to save space, the correlation table is available upon request.  The significant correlation between 
firm performance and reputation was expected and caused no multicollinearity problem as the dependent variables 
were entered into separate equations.  The strong correlation between association with and investment in IT fashions 
suggests that firms investing more in fashionable IT innovations are more likely to be mentioned with the innovation 
in discourse.  All relevant checks did not find any evidence of multicollinearity due to this correlation. 
 
                                                           
3 Disclosing any particular firm’s IT budget information is prohibited. 
4 The “cluster” option was used to correct the estimated standard errors, accounting for the lack of independence 
across observations for each company. 
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Table 1.  Selected IT Innovations and Their Fashion Periods 
    1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002
1 Application service provider (ASP)          √ √   
2 Business intelligence (BI)           √ √ √ 
3 Business process reengineering (BPR)     √         
4 Computer-aided software engineering (CASE) √ √            
5 Customer relationship management (CRM)         √ √ √ √  
6 Client server computing  √ √ √ √         
7 Data-mining       √ √ √ √    
8 Data-warehouse      √ √ √      
9 E-commerce        √ √ √ √   
10 Enterprise resource planning (ERP)        √ √ √    
11 Geographic information system (GIS) √ √ √           
12 Groupware    √ √ √ √       
13 Knowledge management (KM)         √ √ √ √ √ 
14 Personal digital assistant (PDA)          √ √   
15 Outsourcing                       √ √ 
√ The innovation was in fashion that year.              
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Organizational Legitimacy 
Six regressions were run to examine the effects of IT fashions on corporate reputation, the indicator of external 
legitimacy (see Table 2).  To represent causality, the dependent variable lagged one year behind all independent and 
control variables in Equations 1-3.  Since it is possible that the fashion effects might have lasted longer than a year, 
in Equations 4-6, reputation lagged 3 years behind the independent variables.  All equations included the control 
variables.  Equations 1, 2, 4, and 5 examined association and investment variables separately; whereas equations 3 
and 6 included both.  The results confirmed that performance and the reputation scores in the previous year were 
significant predictors of corporate reputation.  Equations 1-3 show that both association with and investment in IT 
fashions in year t-1 were significantly and positively associated with corporate reputation in year t and that each 
independent variable explained a significant amount of variance beyond that of the other independent variable and 
control variables.  In contrast, Equations 4-6 show that neither association nor investment in year t-3 had significant 
correlation with reputation in year t, suggesting that the effects of fashions on corporate reputation disappeared after 
three years. 
A similar set of regression analyses was performed on executive compensation, the indicator of internal legitimacy.  
Table 3 shows that, besides the effects of control variables, both association with and investment in IT fashions in 
year t-1 were significantly positively correlated with the CEO pay in year t.  Again, each independent variable 
explained a significant and unique portion of the variance in the executive compensation (Equations 1-3 in Table 3).  
As the fashion effect on reputation disappeared in three years, the fashion effect on CEO pay also vanished in three 
years (Equations 4-6 in Table 3). 
Organizational Performance 
Table 4 shows the effect of IT fashions on organizational performance.  Equations 1 and 4 shows that association 
with IT fashions had negative effects on performance one and three years later, but neither effect was significant.  In 
contrast, firm performance in year t was negatively correlated with firms’ investment in fashionable IT in year t-1 
(Equations 2 and 3), but was positively correlated with the investment in year t-3 (Equations 5 and 6). 
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Table 2.  Effects of IT Fashions on Corporate Reputation in Year t 
    1   2   3   4   5   6   
Control variables             
 Firm performance (t-1) 0.119 ** 0.286 *** 0.249 ** 0.102 ** 0.263 ** 0.239 **
  (0.039)  (0.077)  (0.083)  (0.041)  (0.088)  (0.097)  
 Prior corporate reputation (t-1) 0.589 *** 0.493 ** 0.442 ** 0.462 ** 0.539 ** 0.445 * 
  (0.070)  (0.195)  (0.189)  (0.173)  (0.204)  (0.210)  
 Firm size (t-1) 0.172 * 0.088 * 0.080  0.153  0.128  0.110  
  (0.081)  (0.043)  (0.056)  (0.093)  (0.083)  (0.079)  
Independent variables             
 Association with IT fashions (t-1) 0.499 ***   0.522 **       
  (0.120)    (0.182)        
 Investment in IT fashions (in millions of US$, t-1)   0.503 ** 0.686 **       
    (0.217)  (0.292)        
 Association with IT fashions (t-3)       0.431    0.381  
        (0.304)    (0.335)  
 Investment in IT fashions (in millions of US$, t-3)         0.393  0.503  
          (0.285)  (0.397)  
R2   0.683   0.584   0.711   0.238   0.221   0.230   
*p<0.05; ** p<0.01; *** p<0.001; one-tailed tests           
Standard errors are in parentheses.             
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Table 3.  Effects of IT Fashions on CEO Pay (Salary and Bonus in Thousands of US$) in Year t 
    1   2   3   4   5   6   
Control variables             
 Firm performance (t-1) 178  158  181 * 149  160  166  
  (109)  (102)  (102)  (119)  (104)  (101)  
 Firm size (t-1) 529 ** 476 *** 584 ** 488 ** 506 ** 439 **
  (188)  (130)  (194)  (204)  (189)  (170)  
 Proportion inside directors (t-1) -58  -52  -59  -48  -44  -49  
  (109)  (102)  (117)  (89)  (92)  (79)  
 Board size (t-1) -24  -12  -20  -13  -14  -19  
  (43)  (23)  (22)  (40)  (23)  (29)  
 CEO tenure (t-1) -11  -10  -16  -15  -13  -14 * 
  (9)  (8)  (14)  (11)  (9)  (8)  
 CEO as board chair (t-1) 690  662  537  629  679 * 582  
  (490)  (443)  (385)  (477)  (358)  (356)  
Independent variables             
 Association with IT fashions (t-1) 288 **   273 **       
  (120)    (90)        
 Investment in IT fashions (in millions of US$, t-1)   0.045 *** 0.039 ***       
    (0.021)  (0.012)        
 Association with IT fashions (in millions of US$, t-3)       219    189  
        (188)    122  
 Investment in IT fashions (t-3)         0.037  0.048  
          (0.028)  (0.033)  
R2   0.339   0.328   0.390   0.118   0.208   0.220   
*p<0.05; ** p<0.01; *** p<0.001; one-tailed tests          
Standard errors are in parentheses.             
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Table 4.  Effects of IT Fashions on Firm Performance in Year t 
    1   2   3   4   5   6   
Control variables             
 Industry performance (t-1) 0.306 * 0.309 * 0.322 * 0.289 * 0.280 ** 0.194 * 
  (0.132)  (0.152)  (0.152)  (0.119)  (0.103)  (0.098)  
 Firm size (t-1) -0.024  0.048  -0.034  0.012  -0.055  0.082  
  (0.020)  (0.040)  (0.030)  (0.009)  (0.043)  (0.050)  
 Prior firm performance (t-1) 0.226 ** 0.258 ** 0.235 ** 0.206 * 0.305 * 0.319 **
  (0.073)  (0.082)  (0.072)  (0.094)  (0.119)  (0.109)  
Independent variables             
 Association with IT fashions (t-1) -17.899    -15.540        
  (26.770)    (23.452)        
 Investment in IT fashions (in millions of US$, t-1)   -5.632 * -5.024 *       
    (2.367)  (2.124)        
 Association with IT fashions (t-3)       -2.554    -3.425  
        (2.793)    (2.893)  
 Investment in IT fashions (in millions of US$, t-3)         6.976 ** 5.945 * 
          (2.644)  (2.334)  
R2   0.242   0.329   0.339   0.209   0.334   0.350   
*p<0.05; ** p<0.01; *** p<0.001; two-tailed tests           
Standard errors are in parentheses.             
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Table 5 summarizes the main findings from the study. 
1. Firms more frequently associated with and investing more in fashionable IT innovations tended to have 
better reputation and higher CEO compensation the next year than did firms engaging less in the 
innovations. 
2. The effect of firms’ engagement in IT fashions on corporate reputation and CEO compensation 
disappeared in three years. 
3. Firms more frequently associated with fashionable IT innovations did not have higher performance than 
did firms less frequently associated with the innovations. 
4. Firms investing more in fashionable IT innovations tended to have lower performance the next year and 
higher performance in three years than did firms investing less in the innovations. 
 
Table 5.  Summary of Regression Results 
  Firm Performance Corporate Reputation CEO Pay 
Association with IT fashions (t-1) n.s. + + 
Investment in IT fashions (t-1) - + + 
Association with IT fashions (t-3) n.s. n.s. n.s. 
Investment in IT fashions (t-3) + n.s. n.s. 
n.s.: not significant; +: significant, positive relationship; -: significant, negative relationship 
Next Steps 
Within the scope of this study, two tasks are underway.  First, as a firm’s Chief Information Officer plays important 
roles in innovating with IT, I am gathering data on CIO compensation.  The effect of IT fashions on CIO pay may be 
an interesting comparison with that on CEO pay.  Second, to assess the robustness of the findings and uncover 
interesting nuances, I am repeating the analyses using different time-lags and fashion periods.  
Expected Contribution 
This study seeks to make contributions to research on IT fashion, IT innovation diffusion, and management fashion.  
Foremost, with the finding that organizations engaging in IT fashions had higher legitimacy and lower and then 
higher performance, this study will demonstrate that IT fashion matters.  While the data did not tell whether 
engagement in IT fashions was mindful or mindless (Swanson and Ramiller 2004), the 10-year data did show that 
important organizational outcomes – performance, reputation, and executive compensation – can be significantly 
influenced by organizations’ involvement in IT fashions.  Second, the diffusion of an IT innovation is often 
accompanied by a boom-and-bust fashion cycle of discourse and managerial attention.  An understanding of the 
relationship between the diffusion process and fashion cycles may lead to a new diffusion theory.  By relating the 
adoption of fashionable IT innovations to organizational performance and legitimacy, this study will prompt 
important future inquiries on whether and how firms adopt fashionable IT innovations to improve performance 
and/or legitimacy.  This line of inquiry will eventually establish the relevance of IT fashion research to innovation 
diffusion theory.  Third, unlike administrative fashions found to have long-lasting effect on organizational 
legitimacy and no effect on performance (Staw and Epstein 2000), IT fashions appeared to have a much shorter-
lived effect on legitimacy and a reversing effect on performance.  This finding will likely to lead management 
fashion theorists to learn from IT researchers about the unique IT dimension of fashions. 
Practically speaking, findings from this study seem to agree with what the jump-on-the-bandwagon caricature 
connotes:  Firms associated with the hottest IT in the press may not have higher performance and that firms 
investing in hyped technologies may hurt their performance in the near term.  Despite this connotation, the study 
invites a more realistic look at the managers who lead their organizations to make the “jump.”  Of course they are 
concerned with organizational performance, but they also strive for social approval by internal and external 
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stakeholders.  This study implies that managers should include both legitimacy and performance in their calculation 
of the return on investment in IT and prioritize their objectives accordingly.  When gains in social approval 
outweigh shortfalls in economic performance, engaging in the hottest IT may be a sensible course of action, as long 
as organizational leaders understand the dynamic interaction between IT fashions and organizational outcomes that 
this study seeks to reveal.  A continued research program on IT fashion will contribute to their understanding.   
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